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Household Icemaking Is Continuous Process 
In Basically New Gas Refrigerator 


Servel Reveals Details that Eliminate Trays and Filling 


in Automatic Large-Capacity Ice Production 


HE details of trayless-continuous- 

automatic ice making, the com- 

pletely new principle that is incor- 
porated in the 1953 Servel refrigerator 
line, have been revealed just prior to 
placing these advanced appliances on 
sales floors throughout the country. 

The production of ice in the new Ser- 
vel refrigerator is, of course, the princi- 
pal advance in the new line and makes 
available a supply of ice that is more 
than adequate for household consump- 
tion, with provisions for even greater 
production, when planned in advance. 


The announcement of the forthcoming 
Servel refrigerator was made, with all de- 
tails withheld, at press time for the No- 
vember AMERICAN GAS JOURNAL, page 47. 


Ice trays are completely eliminated; 
filling the freezing molds is an auto- 
matic operation; ice pieces are indi- 
vidual, not frozen together. 

The capacity of the primary ice stor- 
age basket is approximately 77 pieces, or 
11 pounds, if the ice basket is permitted 


to fill by itself. If the ice pieces in the 
basket are leveled by hand, to provide 
more room, this production will con- 
tinue to approximately 94 pieces, or 
about 132 pounds. 


How it works 

The new Servel refrigerator—the Ice 
Maker—requires a simple flexible water 
connection to the nearest pipe, 4%” inside 
diameter. The gas connection and electric 
plug-in are as usual. 

Water enters a measuring chamber which 
holds exactly the volume needed for the ice 
mold. The water flows automatically to the 
mold, divided to make seven pieces, with 
control valves preventing any excess water. 

The mold is in thermal contact with the 
lowest temperature in the low-temperature 
compartment of the refrigerator. This com- 
partment also includes an across-the-top 
freezer chest. 

The overall temperature in this compart- 
ment is 5°F and therefore the tempera- 
ture at the point of the ice mold contact is 
substantially lower. 

After the pieces are frozen, a thermostat 
actuates a small electric heater to loosen 











The new Servel ice-making equipment is shown here in the low-temperature or freezer chest 

compartment of one of the 1953 refrigerators. The overall space required for this unit is approxi- 

mately the same as for a four-tray conventional type of ice cube equipment. The mechanism 

depicted in the simplified diagram on this page is behind the square name plate that is directly 
above the plastic ice basket. 
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This simplified diagram shows the operating 
principle of the new Servel Ice Maker. A is 
the freezing unit including B the ice mold. In 
C, ice pieces have been raised to the drying 
position. D is a finished piece of ice, stripped 
from the ejector mechanism by the lugs, E. 
The blade F controls the operation of switch 
G for the motor mechanism connected to the 
ejector C. The plastic ice basket in which the 
pieces are gathered is shown by H. 


the pieces and to operate the ejector mo- 
tor. Operating under a limit control, the 
ejector arm pushes the seven ice pieces 
from the mold and raises them to the dry- 
ing position directly above the mold. They 
are held in that position until the next 
batch of seven ice pieces is ready for ejec- 
tion. Then, as the ejector moves to the 
mold to raise the next batch, the now-dried 
pieces are forced off the freezing unit by 
lugs and fall into the plastic ice basket. 
As each successive batch of seven ice 
pieces is raised from the mold to the dry- 
ing position, the valve from the water- 
measuring chamber is opened automati- 
cally to permit water to enter the mold. 
When the ice basket has been filled, the 
top pieces come in contact with a raised 
blade which, by arm action, opens the 
switch controlling the ejector mechanism. 
At that point, no further delivery of ice 
pieces to the basket is made. As soon as the 
upward pressure on the blade connected 
with the switch has been released, through 
leveling or removing the pile of ice in the 
tray, the ice making operation is automati- 
cally resumed. Immediately, the seven pieces 
that have been held in the drying position 
are dropped into the basket, the seven 
pieces in the mold are raised to the drying 
position, and water enters the freezing 
mold. This sequence of operation is delayed 
by the action of the blade-and-arm con- 
nected with the mechanism-motor switch. 
If advance household planning calls for 


(Continued on page 46) 
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GAMA Public Relations Program 


Extended Through 1953 


AS Appliance Manufacturers As- 
sociation has announced contin- 
uation of its public relations and 

sales promotion 
program through 
the coming year. 

James F. Don- 
nelly, newly-in- 
stalled GAMA 
president, indi- 
cates that the pro- 
gram—to be con- 
ducted by Carl 
Byoir & Associ- 
ates—"now enters 
a second stage 
which aims at intensifying the job of pre- 
selling our products to domestic, com- 
mercial and industrial markets.” 

Interest in the program, he said, has 
reached the point where continuation 
will be on a basis of voluntary subscrip- 
tion instead of the mandatory 
ment of all members which applied at 
the outset of the program. 

Specifically, Donnelly pointed out, the 
basic objectives of the GAMA campaign 
will be: 


James F. Donnelly 


assess- 


1. To sell the American public on the 
idea of adopting the entire gas appliance 
“family” as the way to better living. 

2. To sell commercial America and 
the general public on the idea that the 
various commercial advantages of gas 
account for the successful management 
of public eating places and institutions 
and produce many of the technical im- 
provements which, in turn, are applied 
to domestic appliances. 

3. To sell industrial America and the 
general public on the importance of in- 
dustrial gas and the thousands of ways 
it is used to support the military and ci- 
Villian economy. 





4. To sell investing America and the 
general public on the bright outlook for 
the expansion of the gas and gas appli- 
ance industries. 

5. To sell Federal, state and local gov- 
ernment bodies on the essentiality and 
materials requirements of all branches 
of the gas appliance and equipment in- 
dustry and to put up a solid front for the 
industry against discriminatory regula- 
tions. 

6. To sell the various media of public 
information on the fact that GAMA is 
the accredited spokesman for the indus- 
try—and what is more important—that 
GAMA can be relied upon to help these 
media render a public service by cor- 
rectly interpreting the economy, effi- 
ciency, safety and modernity of gas and 
its end-uses. 


“Concentration on these objectives,” 
Donnelly said, “will enable the associa- 
tion more than ever to serve the true pur- 
pose of a constructive trade association, 
namely, to give business—small or large 

-a voice that can be heard in a good 
cause.” 

The GAMA program, according to its 
stated objectives, will continue to stress 
practical dealer training, a drive against 
obsolescense in the American home; 
food, comfort, hygiene, safety and home- 
making services to the public, and prod- 
uct-by-product promotion. 

A notable result of the first stage of 
the program, Donnelly said, is the obvi- 
ous intensification of promotional drives 
by all factors in the gas industry. The 
effort to keep abreast of GAMA in this 
respect, he concluded, has given the gas 
industry the nearest approach to a solid 
front it has been able to achieve in many 
years. 
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EVERY DAY as housewives try to learn how to 
cook, by keeping one eye on a TV screen 

. . doubtless installed in the kitchen .. . 
and the other, eye on a boiling pot, Nancy 
Craig (left) gives them the old how-to over 
WJZ-TV, New York. Nancy uses a gas range, 
exclusively, in her multiple-sponsored pro- 
gram of food produc's. This emphatic showing 
of a gas range to eager homemakers was ar- 
ranged as part of the public relations effort 
by Gas Appliance Manufacturers Association. 
Jane Tiffany Wagner, the GAMA home service 
editor, is shown here advising Nancy on the 
. that are 


wonderful results . . . culinary . . 


possible with a modern automatic gas range. 











Heating Unit Shipment Up Again 

Shipments of all three types of gas-oper- 
ated central heating equipment continued 
to increase during October, Edward R. 
Martin, director of marketing statistics, 
Gas Appliance Manufacturers Association 
reports, noting particularly that shipments 
of gas-fired furnaces, boilers and conver- 
sion burners set two-year records for the 
second consecutive month. 

A 51.1 per cent rise in October gas-fired 
furnace shipments—from 40,900 units in 
1951 to 61,800 units this year—was re- 
corded. The 369,400 total for the first ten 
months of 1952 was 13.2 per cent over the 
same period last year. 

Gas conversion burner shipments totaled 
31,300 for October, 37.3 per cent over the 
same month of 1951, and raised the total 
for the first ten months of this year to 184,- 
500 units, a 35.5 per cent increase over the 
comparable 1951-period. 

The 10,300 gas-fired boilers shipped dur- 
ing October raised the total for the year to 
57,400, an increase of 8.9 per cent over 
last year. 


Magic Chef's Gourmet in Production 


Production of the new “Gourmet” gas 
range began November 15, according to 
Tracy B. Madole, commercial range sales 
manager, Magic Chef, Inc. 

This addition to the Magic Chef gas 
range line features stainless steel construc- 
tion; six top burners, three extra large; 
radiant broiler; chrome polished griddle; 
two extra porcelain lined ovens, equipped 
with automatic oven lighting and safety 
pilots; fluorescent light; and two four-hour 
electric timers. 

The “Gourmet” is designed for use in 
dietetic kitchens, Sister’s homes, tea rooms, 
small restaurants, large residences, and 
other kitchens which demand versatile and 
heavy menu requirements. The manufac- 
turer states that the approximate retail price 
will be $795. 


Servel Names Oregon Distributor 


Wholesale Supply, Inc., Portland, Ore., 
has been announced as distributor for Servel 
refrigerators and water heaters in a terri- 
tory that includes all of Oregon except 
Malheur county, and five counties in south- 
ern Washington. 


Press Used GAMA Show Publicity 


The newspaper clippings that have been 
assembled since the close of the exposition 
by Gas Appliance Manufacturers Associa- 
tion in Atlantic City, late October, indicate 
a wide editor-reader interest in news per- 
taining to gas appliances. 

A variety of editor-prepared headlines 
appeared in newspapers atop the material 
that was made available. The newspapers 
represented currently in the clippings are 
coast-to-coast, with a number of large 
papers as well as small-town papers in the 
group. Both United Press and Associated 
Press transmitted material on their wires. 
A number of industry publications are rep- 
resented in the growing file of clippings 
that stem from the material issued before 
and during the exhibition. 


American Gas Journal, December 1952 
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How the Commercial Cooking Business 
Company Sales Potentials 


Offers Gas 


ET’S see what your commercial cook- 
ing business is worth to your com- 
pany, Tracy B. Madole, manager, 
commercial sales department, Magic 
Chef, Inc., said in the early part of his 
directly-phrased evaluation of the com- 
mercial cooking business and the gas 
company, during the recent convention 
of American Gas Association. 

“One of the best comparisons is with 
your heating load, which is big busi- 
ness,” he continued. “To begin with, 
commercial cooking is a twelve-months- 
a-year load. It doesn’t increase in winter 
when supplies are short, it continues 
right through the summer when you’d 
like to be able to sell a lot more gas 
it’s the ideal business from a load stand- 
point.” 

Then he asked his audience how 
much business was involved in the com- 
mercial cooking load. To create a basis 
for evaluating it, he noted that 


235,000 restaurants comprise the na- 
tion’s 3rd largest retail industry; 

There are 569,000 food service estab- 
lishments in the United States; 

America spends $10 billion eating out 
each year; 

The size of the restaurant industry has 
multiplied five times since 1919; 
Today there is one restaurant for every 

704 persons in the United States; 

The nation’s restaurants serve 70 million 
meals daily; 

The average restaurant buys 80 times as 
much food and equipment as the 
average housewife; 

Restaurants employ more people than 
any other retail business in the United 
States. 

Then, Mr. Madole proceded to take 
his audience at a joint meeting of the 
residential and  industrial-commercial 
sections through a series of straightfor- 


ward considerations for both utilities 
and commercial appliance manufac- 
turers. 


The revenue is worth the effort 

As for service requirements, the commer- 
cial cooking account is also attractive, 
There are no great demands for unusual 
service. And when service is required, more 
than likely the account is willing and able 
to pay for it. 

And what about the revenue from com- 
mercial cooking? With an ideal load factor, 
service requirements being low, and collec- 
tions relatively good, it would be reason- 
able that rates would be correspondingly 
low. But that does not follow. The average 
commercial cooking customer frequently 
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pays substantially more for the gas he uses 
than heating customers pay for an equal 
amount of gas. 

Is it not to your advantage to hold onto 
this business? Is it not to your advantage 
to promote it? You can’t stand still. You 
must either go forward or slide back. 
company executives are charged 
with the responsibility of making and ex- 
ecuting policies. But you are also logically 
beholden to other gas companies and other 
good gas men throughout the industry for 
the job you do. 


Gas 


Mutual assistance is mutually essential 

As manufacturers of equipment, we have 
no right to ask that you do or don’t engage 
directly in the appliance business. As mem- 
bers of the team of commercial gas equip- 
ment salesmen, my teammates and I do 
urge you to assume the responsibility of 
assisting us, the industry, to the best of your 
ability toward the goal that the great ma- 
jority of volume cooking customers on your 
lines use gas and gas equipment to prepare 
all of their food. Nor can you as a member 
of this industry team refuse when the ball is 
handed to you to make every possible effort 
to drive forward toward the goal of com- 
mercial gas cooking saturation. 

It is a fact of record that only a few years 
ago when you didn’t have the commercial 
cooking business you turned heaven and 
earth to get it. And you got it. Nearly all 
of it. But times have changed. There are gas 
companies, large and small, who are now 
apparently so engrossed in the other areas 
of their business that they are willing to 
leave this profitable segment to the ravages 
of the elements. The elements are ready, 
willing, and able to snatch from you this 
lucrative sustenance, unless you are willing 
to protect this heritage of our industry by 
means of aggressive sales action. 

Part and parcel of the commercial busi- 
ness, presently so vulnerable to the ele- 
ments, are the hundreds of commercial 
users daily depending upon obsolete gas 
equipment that can’t possibly give a good 
account of itself. Are you abandoning old 
style equipment to defend itself against the 
actual or imagined improvements of your 
competitors latest gadgets? Or will that fif- 
teen year old gas range have to speak for 
industry? You have modern gas 
with streamlined surfaces, non- 


the gas 
equipment 
clog burners, sanitary spill-over catch trays, 
and stain- 
less steel exteriors, but will a qualified man 


easily cleaned porcelain linings, 


tell your customers? 


Don’t look—but competition is here 
When 


your competitor waves his flag 
about safe automatic features, will you 
have a competent representative there to 


sing out for automatic top burner lighting, 


automatic oven lighting, and safety oven 
pilots? 

And when your competitor talks about 
fast, economical deep fat frying, who will 
be there to counter for you? 

Competitive commercial appliance sales 
have increased by 60°, in the last three 
years. This year over 25°, of the commer- 
cial appliance sales are going to competi- 
tors. Yet it is no more the amount of busi- 
ness going to competitors that troubles us, 
than it is the reasons why competitors are 
able to do that amount of business. You 
can retain it. It’s up to you. 


Six ideas 

The following ideas are for your consid- 
eration. 

First—you need a commercial sales pro- 
motion program. Large company or small 
company, east, west, north, or south, low 
gas rates or high gas rates, you need a 
plan and a program. Whether you do direct 
selling is secondary, but you should assume 
the responsibility to see that the selling 
job is done. You must be sure gas equip- 
ment is sold. It is no passive, part-time 
job. It is a man-sized responsibility. 

Second—provide for regular effective 
sales contact with the user. I say sales con- 
tact because it is a mistake ever to call on a 
user Or a prospective user without a plan in 
mind or without trying to sell some service, 
some idea, or some appliance. Your com- 
mercial customers will be grateful for ac- 
tual services rendered, either free or 
charge. 

Third—a current great weakness of the 
industry is that we lack adequate contact 
with both architects and dietitians. This is 
a selling job that manufacturers just can’t 
handle. Both architects and dietitians all 
too frequently specify competitive equip- 
ment. It is important that you have ade- 
quate sales contact with each interested 
architect and each dietitian in the area you 
serve. 

Fourth—whether you sell commercial 
gas appliances or work with kitchen equip- 
ment dealers to sell them, effective contact 
with the kitchen equipment dealers and 
with their salesmen in your area will pay 
dividends. The chances are they see your 
customers at least four times to your once. 
It stands to reason that they know your 
customers better than you do. If they’re for 
you, they'll favor gas appliances. If they’re 
not for you—watch out. 

Fifth—back up your industry by seeing 
that only AGA approved appliances are 
sold on your lines. Keep the quality of 
your appliances high. 

Sixth—provide satisfactory service on 
commercial appliances in use in customers’ 
kitchens. It may or may not be free service. 
It may or may not be provided by your own 
service department, but it is your responsi- 


(Continued on page 47) 
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GAS APPLIANCE 
INDUSTRY NEWS 








Mann is Universal AdSPMgr. 


Cribben and Sexton Company, manufac- 
turer of Universal gas ranges, has ap- 
pointed Alan T. Mann, manager of adver 
tising and sales promotion, to succeed John 
J. Brandt, who has resigned to enter busi- 
ness in Detroit. 

Harold E. Jalass, vice-president and sales 
manager, in making the announcement, 
said that Mr. Mann previously was adver- 
tising and sales promotion manager in the 
Chicago office of Syracuse China Com- 
pany. 

Mr. Brandt, who was with Cribben and 
Sexton for seven years, has joined the Rus- 
sell Kelly Office Service Company of De- 
troit. 


Color-Texture Story in Dryer Display 


The sales story in the color and texture 
protection for clothes when dried in auto- 
matic clothes dryers is put across effectively 
in a presentation released by Hamilton 
Manufacturing Company to its dealers. 

A specially designed shallow box contain- 
ing three turkish hand towels, all purchased 
at the same time, make up the presentation 
One towel has never been laundered; two 
have been washed the same number of 
times. One of the washed towels was dried 
on a clothesline after each washing; the 
other in a Hamilton dryer. Tests show a 
startling color and texture contrast between 
the two laundered samples. The tests are 
authenticated by a sworn statement. 

The presentation is designed so that all 
three towels can be removed easily and re- 
placed, but the colors and textures also can 
be compared through die-cuts in the box. 
Verse and illustration treatment on the 
cover tell the story in a light and interesting 
way. The presentations are now being re- 
leased to the Hamilton distributor organi- 
zation. 


Range Shipments Set 18-month Record 


Domestic gas range shipments during Oc- 
tober set a new high for the past eighteen 
months with 241,600 units, according to 
Edward R. Martin, director of marketing 
statistics, Gas Appliance Manufacturers 
Association. 

Shipments in October increased 14.5 per 
cent over the 210,900 units shipped during 
the same month of 1951. 

For the first ten months, shipments to- 
taled 1,831,300 units, 9.1 per cent below 
1951. 


Chambers Has School Range Policy 


A plan through which home economics 
departments of schools throughout the 
country can be assured of modern, up-to- 
date ranges for classroom use has been an- 
nounced by Chambers Corp. 

Under agreements between the company 
and schools accepting the program, Cham- 
bers dealers and distributors will install new 
ranges at special school prices and will re- 
place them with new comparable models 
as they are produced. 
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THE new $25-million Los Angeles Statler opened 
recently with five all-gas kitchens in operation 
for the production of 10,000 meals daily. 
All fabrications are of stainless steel. Gas- 
fired ranges, broilers, fryers and bake ovens, 
such as the Garland equipment shown in the 
accompanying photographs, are doing the job. 
Engineers of Southern California Gas Com- 
pany cooperated with Statler planners from 
the time of the inception of the idea to build 





NEW LOS ANGELES STATLER HAS EXTENSIVE 
MODERN GAS-FIRED INSTALLATION 





the new California hotel. Also, since then, the 
gas company engineers have been active test- 
ing equipment. 

The heating and hot water needs of the 
hotel are provided by three gas-fired B & W 
350 hp boilers. This battery supplies water for 
guest use, laundry and dishwashing facilities 
and the steam necessary for dehydration of 
food waste. A gas-fired incinerator finally 
disposes of the waste. 








Fetzer Ils Tappan Regional Manager 


Rodger E. Fetzer has been appointed 
western regional manager of the Tappan 
Stove Company. He will supervise and co- 
ordinate all sales and merchandising west 
of the Rocky Mountains. 


Perfection Distributors: Texas, Idaho 

General Appliance Company, San An- 
tonio, Tex., has been appointed distributor 
of Perfection Stove Company products in 
south Texas. The appointment of Afton- 
Lemp Electric Co. in the Boise, Ida., terri- 
tory was announced. 


Servel Names Arizona Distributor 

Appointment of Standard Sheet Metal 
Works of Phoenix as a new distributor for 
air conditioning products in Northern Ari- 
zona has been announced by Servel, Inc. 





MEN AT WORK 





F. W. DaDsSON has been added to the staff 
of training representatives of Servel, Inc. 

WILLIAM H. HarRPER is the new Cleve- 
land district sales manager, The Bastian- 
Blessing Co. 

Ferp G. Laux is now a training repre- 
sentative of Servel, Inc. 

ROBERT B. PLUCKETT has been trans- 
ferred to special sales representative on the 
staff of Servel, Inc. 

PETER N. PRUSSING has been appointed 
regional sales manager, Arizona, California, 
New Mexico and West Texas for Whirlpool 
Corp. 

L. P. WESTHEIDERMAN is on the staff of 
training representatives of Servel, Inc. 





Household Icemaking is Continuous 
In New Gas Refrigerator 


(Continued from page 43) 





more ice than would be available in the 
filled ice basket, production of ice can be 
extended by emptying the basket into one 
of the freshener baskets at the bottom of 
the high temperature compartment. Then 
production can continue to refill the ice 
basket in the low temperature compart- 
ment. 

The ice pieces do not stick together— 
freeze together—in the ice maker basket 
because they have been dried before being 
dumped and then are maintained at 5°F 
which does not permit melting and subse- 
quent sticking, freezing. The pieces that are 
stored in the freshener basket are at a 
temperature which is above the freezing 
point and accordingly a slow melting takes 
place without freezing the pieces together. 
The ice pieces—they are not cubes—are 
semi-circles about 1” thick. 

The entire ice maker unit, including the 
ice basket, does not take up more space in 
the freezer chest than the ordinary four- 
tray unit. 

Servel unveiled the new ice maker at its 
annual meeting with appliance distributors 
in Chicago on December 12. 

“With the introduction of the Ice 
Maker,” said W. Paul Jones, president of 
Servel, “we are continuing to attack the 
problem of market saturation caused by 
obsolete refrigerators in use in many homes 
today.” 


American Gas Journal, December 1952 
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How Commercial Cooking Offers 
Gas Company Sales Potentials 


(Continued from page 45) 





bility to see that service is 


available. 


satisfactory 


A good customer's views 

Albert Buenger of the Sheraton Hotels, 
in a talk to the AGA Industrial and Com- 
mercial Sales Conference, said in part, 
“Less than one-half the operators inter- 
viewed in an extensive survey had been 
consulted by the gas company on the pur- 
chase of new gas equipment or were in- 
formed as to new developments in equip- 
ment or cooking methods—there was a sur- 
prising number of dissatisfied users in spite 
of the popularity of the fuel. What do we 
as hotel men expect from the gas company? 

“A helpful constructive attitude, in the 
solution of our problems. The fact that the 
gas company is usually a monopoly does 
not entitle it to take a ‘public be damned’ 
attitude. 

“We can further expect from the gas in- 
dustry repair and maintenance service for 
our equipment. I believe it would be per- 
fectly fair to make reasonably fair charges 
for such service. 

“The gas industry should initiate an edu- 
cational program among the restaurant and 
hotel industries on the proper methods of 
selection, use, service, and maintenance of 
gas equipment.” 


What the manufacturers are doing 

Top level manufacturers are today pro- 
viding for your customers and your promo- 
tional advantages, commercial gas appli- 
ances that will outsell and out perform 
competitive equipment in practically every 
respect. 

In the commercial range field we provide 
you with specialized range tops for short 
order work, fry work, or stock top work. 
Compare this with the so-called “all pur- 
pose” top of our competitors. The all pur- 
pose top was abandoned by the commercial 
gas appliance industry 25 years ago as in- 
adequate and unsuited to the requirements 
of commercial cooking. Look at the speed 
and flexibility and economy you have in 
today’s commercial gas appliances. Look at 
the conveniences available in these wonder- 
ful cooking tools, every burner lighting au- 
tomatically, every burner offering the op- 
erator automatic or finger touch, instanta- 
neous control to the exact required inten- 
sity of heat. 

Top level manufacturers maintain con- 
stant, effective, and costly national adver- 
tising programs that reach your customers 
regularly in every line of food service. 
These advertisements are designed pri- 
marily to sell gas equipment, but every such 
ad does a specific selling job for commer- 
cial gas too. 

Top level manufacturers provide not 
only promotion plans, but promotion ma- 
terials for your use and that of kitchen 
equipment dealers. 
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We have adequate sales coverage to keep 
you and your kitchen equipment dealers up 
to date on all products and to educate re- 
tail sales personnel regarding our products 
and how to sell them. In addition, our men 
are ready, willing, able and anxious to work 
with you and your dealers on jobs where 
you need our assistance. 


Success—by some utilities 

Some gas companies are active in com- 
mercial promotion. For instance, Peoples 
Gas Light and Coke Company, Chicago, 
conducted a “proof of profits” sales activity 
early this year. They kicked it off with a 
dealer dinner and general sales meeting 
with the dealers and dealer salesmen. Peo- 
ples Gas salesmen surveyed all commercial 
gas users prior to the campaign to find 
where obsolete equipment was operating. 
Pertinent information was relayed to the 
dealers. Then they mailed a special broad- 
side to all users. The dealers followed 
through with another broadside and dealer 
salesmen followed up with sales calls. Dur- 
ing the campaign 213 replacing commer- 
cial gas appliances were installed and 169 
additional new appliances were sold. 

An effective sales activity on a more 
limited basis was conducted in Philadelphia 
this year with the result that 165 commer- 
cial electric units were replaced by gas 
units. 

Still another successful “proof of profits” 
sales activity was conducted by Washington 
Gas Light Company. It was a complete 
sales activity including a dealer party and 
prizes to dealers who did the best job. Ed 
Fineran, manager of industrial sales, said, 
“There were five times as many modern gas 
commercial cooking appliances sold in the 
replacement field during the three months 
of our campaign as were sold during the 
same period of 1951.” 

A commercial sales promotion, most ef- 
fective in total sales and other results, was 
sponsored by Oklahoma Natural Gas Com- 
pany. Costs to the gas company were mod- 
erate and dealer sales increased 360 per 
cent during the campaign period. 


and in conclusion 

The commercial cooking business is big. 

. The commercial cooking business is 
growing. ... The commercial cooking 
business is valuable. . Too much com- 
petitive commercial cooking equipment is 
being sold. Adequate modern com- 
mercial gas cooking appliances are avail- 
able to you. Adequate advertising 
and sales promotion materials are provided 
by manufacturers. . Adequate trained 
sales help is available from manufacturers. 

. The industry needs prompt, active 
commercial gas sales promotion from you, 
Mr. Good Gas Man. 








SEATTLE GAS CO. STARTS SCHOOL 
PROGRAM WITH SPECIAL RANGES 


A deluxe new range designed especially 
for school home economics classes is the 
latest development by Seattle Gas Company 
for their educational program on the ad- 
vantages of modern gas cooking, in their 
anticipation of natural gas in Seattle. 

Manufactured to Seattle Gas Company 
specifications by the Wedgewood division 
of the Rheem Manufacturing Company in 





N. Henry Gellert (center), president, 
Seattle Gas Company, points out the 
features of “Seattle Miss,” the new gas 
range designed especially tor use in 
Seattle public schools, to Samuel E. 
Fleming, school superintendent, and Edna 
Martin, home economics director. 


Newark, Cal., the new model is the first 
school or laboratory-size range to be made 
with all the deluxe, completely automatic 
features of the modern gas range. 

N. Henry Gellert, Seattle president, 
says that the new range, called “Seattle 
Miss,” carries the gas sales story directly 
to potential homemakers and at the same 
time provides an excellent public relations 
tool for the gas company. 

Budget limitations often prevent replace- 
ment of obsolete equipment in schools and 
modern equipment is extremely important 
for effective teaching, in the opinion of 
Seattle Gas Company. They offer to re- 
place all gas ranges in Seattle public schools 
at no cost this year and every two years 
hereafter. 

The Seattle School Board accepted unan- 
imously, with an expression of “apprecia- 
tion of your generous offer.” 

Petite and attractive in gleaming white 
porcelain with full chrome top, the Seattle- 
Wedgewood model has four center sim- 
mer burners, full size oven and broiler, 
and oven with both glass door and light. 
Both top burners and oven are equipped 
with safety pilots. 

It is 36%” high, 2142” wide, 244%” deep. 

Ninety-three of the new ranges are now 
installed in the fourteen Seattle schools 
having hombe economics departments. 

The “Seattle Miss” program is the re- 
sult of cooperation among Mr. Gellert, 
Norbert O. Fratt, vice president and sales 
manager, Seattle Gas Company; Clarence 
Graham, vice president, Rheem Manufac- 
turing Company; and James Graham, sales 
manager, Rheem’s Wedgewood division. 
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NEW GAS APPLIANCES 





RUUD’S TWO-TEMPERATURE 
WATER HEATER MEETS NEW 
SERVICE NEEDS 
An entirely new type of gas water heater, 
providing hot water at two different tem- 
peratures from a single tank was _ intro- 
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This is the Ruud principle of delivering do- 
mestic hot water at two temperatures, 130 
and 180 F, to meet the new service require- 
ments imposed by clothes and dish washers. 











duced during the Gas Appliance Manufac- 
turers Association exposition. One outlet 
provides 180° water, at the discharge, for 
connection to a separate line that is run to 
automatic clothes washer and dishwasher. 
A second source of water, 125° at the dis- 
charge, goes to other household faucets for 
general use. The manufacturer states that 
the 180° water, after heat losses due to ra- 
diation and the cooling effects of clothes 
and dishes, maintains an average water tem- 
perature, in the tubs, of 160 to 170°F. 

This two-temperature water heater was 
developed to meet the special water de- 
mands that have been created by modern 
home appliances. “The great popularity of 
the automatic clothes washer and automatic 
dishwasher is changing the hot water re- 
quirements of the average home,” A. V. 
Cameron, president of the manufacturing 
company, commented at the time of intro- 
ducing the heater. The lower temperature 
for ordinary household use is achieved by 
a controlled mixture of cold water. A high 
degree of recovery is claimed for the new 
heater and tests of its performance have 
been run by a leading laboratory. The tank 
is made of monel metal. Eventual distribu- 
tion will be through plumber-dealers, gas 
utilities and LP gas distributors. 

Duo-Temp Laundrymaster. Ruud Manu- 
facturing Co., Pittsburgh. 
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Cast iron, gas fired boilers 

A new series of cast iron, gas-fired boil- 
ers was released recently. They cover a 
range from 62,000 to 2,380,000 Btu input 


per hour. The smaller series of boilers js 
available for hot water heating and the two 
other series can be used with any steam, 
hot water or vapor system. The smaller 
series, in four sizes, is shipped from the 
factory assembled with the controls, hous- 
ing and burners in place ready for connec- 
tion to gas and water lines. Controls are 
fully automatic and centrally grouped to 
facilitate easy inspection. They are avail- 
able to meet local utility requirements. The 
cast iron fins on both sides of sections offer 
maximum heating surface as they stagger 
the upward flow of hot combustion gases 
and scrub the gases by forcing close con- 
tact with the heating surface, the manu- 
facturer states. These cast iron boilers are 
approved by AGA for use with natural, 
mixed, manufactured and LP gases. 

Series GB2, GB2.5, GB4. Norge Heat 
division, Borge-Warner Corp., 346 E. South 
Street, Kalamazoo, Mich. 


Domestic incinerator 

This gas-fired incinerator for residential 
installation has a burning rate of forty 
pounds per hour, average. The sides and 
base are air cooled with an outer casing 
which provides for top loading. The fire 
chamber has heavy cast iron parts and is 
equipped with automatic ignition, pilot, 
main burner control, main burner, pressure 
reducer, gum filter, burner safety shutoff, 
ash pan and poker. The equipment will op- 
erate with all types of gas, using spuds for 
specified gases. It is vented with a standard 
smoke pipe. Models of this incinerator are 
adaptable to larger installations with 
heavier waste disposal problems. 

Brulé Model M-I. Brulé Incinerators, 


407 S. Dearborn St., Chicago 5. 


Wall heaters 


This new line of gas-fired wall heaters is 
permitting the installer to 
choose from twenty-four different combina- 
tions to solve his heating problems. Six 
basic models, four of them single wall and 
two dual-wall, have input ratings of 25,000 
to 50,000 Btu. A blower is available for 
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rapid circulation of heated air with three- 
speed switch adjustment. All models are 
adaptable to any kind of fuel gas and are 
AGA-approved, under the new vented re- 
cessed heater requirements. For greater ra- 
diation of heat, the combustion chamber is 
corrugated: the burner is made of pressed 
steel. Each unit fits between standard 16” 
centers and extend 4” into the room. 
Coleman Co., Wichita, Kansas 


Florida Distributor Named by Servel 


Servel, Inc., has appointed the Tamco 
Supply Co., Tampa, Florida, as distributor 
for its air conditioning equipment in 57 
of the State’s 67 counties. 





HELP WANTED 








MANAGER—For combination utility- 
bottled gas operation. Good oppor- 
tunity. Growing area with progressive 
company located in Carolinas. Write 
Box 248 c/o American Gas Journal, 
y2nd St., New York 17, N. Y. 


205 E. 














SITUATION WANTED 








EXPERIENCED research and ana- 
lytical chemist seeks desirable offer as 
director of analytical or control work 
pertaining to solid, liquid and gaseous 
fuels. Address Box 249, c/o American 
Gas Journal Inc., 205 E. 42nd St., New 
York 17, N. Y. 











American Gas Journal, December 1952 
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GAS-TIGHT 
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users of chemical process and indus- 


trial gases. Write for new bulletin. 


by General American 


CONVERSION EASY— 
OFTEN ADDS CAPACITY 


Your old gasholder can be con- 
verted to a Wiggins type with all 
the Wiggins advantages. 


WIGGINS 
VAPOR SEALS 





135 South La Salle Street Chicago 90, Illinois 
OFFICES IN PRINCIPAL CITIES 
In Canada: Toronto lronWorks, Ltd., Toronto, Ontario 


( I GENERAL AMERICAN RANE CR ee CORPORATION 
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